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6 / Filming shoppers in-store gives retailers a 
clear picture of how consumers make their pur- 
chase decisions. 


Behavior 
“The Irrationality of ‘Rational’ Business Buying 
Decisions” / Sherlock, Paul / V1,N2 / Page 8 / In 
business marketing, ‘value imaging,’ not facts 
alone, determines what the customer buys. 


Channels of Distribution /Logistics 


“Early Warnings in the Channel” / Hlavacek, 
James D.; Narus, James A. / V1,N4 / Page 50/ 
Forming a distributor advisory council will keep 
you closer to your customers. 

“Strategic Renewal in Distribution” / Lusch, Robert 
F.; Zizzo, Deborah; Kenderdine, James M. / 
V2,N2 / Page 20 / Eliminate the middleman? 
Not if wholesalers have anything to say about it. 


Channel Theory /Models 


“A Formula for Measuring Productivity in Distrib- 


ution” / Alderson, Wroe / V2,N1 / Page 66 / 
Long before TQM came into vogue, managers 
grappled with the issue of marketing productivi- 
ty. Journal of Marketing reprint. 


R 

“Growing Through Portfolio Retailing” / Berry, 
Leonard L.; Seiders, Kathleen / V2,N3 / Page 8 / 
In an increasingly value-oriented marketplace, 
one business may not be enough. 

“Store Snooping” / Underhill, Paco / V2,N1 / Page 
6 / Filming shoppers in-store gives retailers a 
clear picture of how consumers make their pur- 
chase decisions. 


“Strategic Renewal in Distribution” / Lusch, Robert 
F.; Zizzo, Deborah; Kenderdine, James M. / 
V2,N2 / Page 20 / Eliminate the middleman? 
Not if wholesalers have anything to say about it. 


Industrial /Business-to-Business 
Marketing 


“Early Warnings in the Channel” / Hlavacek, 
James D.; Narus, James A. / V1,N4 / Page 50 / 
Forming a distributor advisory council will keep 
you closer to your customers. 


Organizational Buying Behavior 

“The Irrationality of ‘Rational’ Business Buying 
Decisions” / Sherlock, Paul / V1,N2 / Page 8 / 
In business marketing, ‘value imaging,’ not 
facts alone, determines what the customer buys. 


International /Global Marketing 


“A Legal Status Problem for Distributors” / New- 
man, Howard J. / V1,N3 / Page 63 / For distribu- 
tors of foreign-made products, legal relationships 
with manufacturers can be crucial in a lawsuit. 


Cross-Cultural Marketing 

“Borderless North America: One Company’s 
Response” / Baum, Herbert M. / V1,N1 / Page 
46 / Moving from nationalism to regionalism, 
Campbell Soup redefines its domestic marketing 
strategies. 

“The Embryonic Consumer of Eastern Europe” / 
Millar, Carla; Restall, Christine / V1,N2 / Page 
48 / Cultural values research finds many simi- 
larities, and significant differences, between 
European consumers of the East and West. 


Global Marketing Structures 

“America’s New World Trade Order” / Czinkota, 
Michael R.; Kotabe, Masaaki / V1,N3 / Page 47 
/ Changes by both government and business are 
needed to recast Japanese economic strategies. 

“China Beckons Once Again” / Kaikati, Jack G. / 
V1,N4 / Page 31 / Despite the headlines, foreign 
investment opportunities flourish for those who 
look closely at the China market. 

“Competitors Need Not Apply” / Beck, John C.; 
Pittenger, John C. / V1,N3 / Page 55 / Regula- 
tion, culture, and political clout frustrate West- 
ern marketers in Japan. 

“The Embryonic Consumer of Eastern Europe” / 


Millar, Carla; Restall, Christine / V1,N2 / Page 
48 / Cultural values research finds many simi- 
larities, and significant differences, between 
European consumers of the East and West. 

“Fruits of the ‘Socialist Market Economy”” / Tong, 
Louis / V1,N4 / Page 42 / China has become 
international marketing’s great discovery. 

“Global Marketing 2000: A Marketing Survival 
Guide” / Czinkota, Michael R.; Ronkainen, 
Ilkka A. / V1,N1 / Page 36 / As global market- 
ing becomes more crucial to business success, 
here’s what an international panel of experts 
predict we should expect. 

“Global Neighbors: Poor Relations” / Czinkota, 
Michael R. / V2,N4 / Page 46 / Accusations ric- 
ocheting across the Pacific between the United 
States and Japan threaten global trade relations, 
but an old nemesis—Russia—still may be the 
tie that binds. 

“Guangdong Gold” / Cromie, Ron / V1,N4 / Page 
46 / In the People’s Republic’s most dynamic 
market, they’re trading Marx and Mao for Mer- 
cedes and Marlboro. 


Marketing & Society /Macromarketing 


“Global Marketing 2000: A Marketing Survival 
Guide” / Czinkota, Michael R.; Ronkainen, 
Ilkka A. / V1,N1 / Page 36 / As global market- 
ing becomes more crucial to business success, 
here’s what an international panel of experts 
predict we should expect. 


Cause /Social Marketing 

“Not for Members Only” / Wachtel, Ed / V1,N4 / 
Page 6 / Can cause-related advertising build 
awareness and sales? An interview with Mem- 
bers Only President / CEO Ed Wachtel. 


Legal Issues 

“Combating Counterfeiting” / Brooks, Russell E.; 
Gellman, Gila E. / V2,N3 / Page 49 / Knockoff 
goods devalue a company’s trademark. 

“The Enforceability of Non-Compete Agree- 
ments” / Shapiro, Barry R. / V2,N1 / Page 70 / 
Restrictive covenants don’t always hold up in 
court. Follow five steps to help ensure that 
yours will. 

“A Legal Status Problem for Distributors” / 
Newman, Howard J. / V1,N3 / Page 63 / For 
distributors of foreign-made products, legal 
relationships with manufacturers can be cru- 
cial in a lawsuit. 

“Protecting Trade Secrets in Litigation” / Ortego, 
Joseph J.; Kardisch, Josh H. / V2,N2 / Page 52 
/ With advance planning, a company should be 
able to protect both its secrets and its exclu- 
sive rights to them; not taking proper preven- 
tive measures will imperil those rights. 

“Warning About Product Dangers” / Newman, 
Howard J. / V1,N4 / Page 62 / Accidents can 
happen. Make sure your customers know it. 


Generational Mark 

“Anticipating Aging” / Dychtwald, Ken / V1,N3 / 
Page 6 / An aging population has many implica- 
tions for marketers. An interview with gerontol- 
ogist / psychologist Ken Dychtwald. 

“Boomer Lust” / Goodman, Phil / V1,N1 / Page 6 / 
Understanding the Baby Boomer’s mindset is 
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the key to this mislabeled market. An interview 
with “baby boomer” guru Phil Goodman. 

“How They’re Acting Their Age” / Moschis, 
George P.; Mathur, Anil / V2,N2 / Page 40 / 
New research reveals hidden truths about mar- 
keting to the elderly. 


Marketing & Economic Development 

“Competitors Need Not Apply” / Beck, John C.; 
Pittenger, John C. / V1,N3 / Page 55 / Regula- 
tion, culture, and political clout frustrate West- 
ern marketers in Japan. 

“Marketing and Economic Development” / 
Drucker, Peter F. / V1,N1 / Page 68 / While 
marketing is the most effective engine of eco- 
nomic development, it is generally the least 
developed and most backward part of a devel- 
oping country’s economic system. Journal of 
Marketing reerint. 


Public Policy and Marketing 

“America’s New World Trade Order” / Czinkota, 
Michael R.; Kotabe, Masaaki / V1,N3 / Page 
47 / Changes by both government and busi- 
ness are needed to recast Japanese economic 
strategies. 

“Brands on the Balance Sheet” / Farquhar, Peter 
H.; Han, Julia Y. / Ijiri, Yuji / V1,N1 / Page 16 / 
Brand values belong in financial statements. 
Recognized measurement standards are all that 
business needs. 

“Combating Counterfeiting” / Brooks, Russell E.; 
Gellman, Gila E. / V2,N3 / Page 49 / Knockoff 
goods devalue a company’s trademark. 

“Global Neighbors: Poor Relations” / Czinkota, 
Michael R. / V2,N4 / Page 46 / Accusations ric- 
ocheting across the Pacific between the United 
States and Japan threaten global trade relations, 
but an old nemesis—Russia—still may be the 
tie that binds. 


Social Impact of Marketing 

“Marketing and Economic Development” / Druck- 
er, Peter F. / V1,N1 / Page 68 / While marketing 
is the most effective engine of economic devel- 
opment, it is generally the least developed and 
most backward part of a developing country’s 
economic system. Journal of Marketing reprint. 


Marketing Communications 


“Domains of Ignorance: What Marketers Need to 
Know” / Day, George S.; Jocz, Katherine E. / 
Root, H. Paul / V1,N1 / Page 8 / The issues 
that most concern marketers in the *90s 
require multifunctional solutions beyond tradi- 
tional marketing. 

“Warning About Product Dangers” / Newman, 
Howard J. / V1,N4 / Page 62 / Accidents can 
happen. Make sure your customers know it. 


Advertising 

“Advertising’s Crisis of Confidence” / Jones, John 
Philip / V2,N1 / Page 15 / Advertisers and agen- 
cies are doing their best to make advertising 
unproductive. 

“The Dilemma of Creative Advertising” / Politz, 
Alfred / V2,N2 / Page 55 / So much of contem- 
porary advertising violates the rules of effective 
communication. Journal of Marketing reprint. 

“Escaping the Catch-22 of Trade Promotion 
Spending” / Mohr, Jakki J.; Low, George / 
V2,N2 / Page 30 / It takes discipline and 


courage, but some packaged-goods marketers 
are breaking a bad habit. 

“Focus and Squeeze: Consumer Marketing in the 
’90s” / Parsons, Andrew J. / V1,N1 / Page 50 / 
This time around, those packaged goods adver- 
tising and promotion cuts are real and lasting. 

“Not for Members Only” / Wachtel, Ed / V1,N4/ 
Page 6 / Can cause-related advertising build 
awareness and sales? An interview with Mem- 
bers Only President and CEO Ed Wachtel. 

“A Psychological View of Advertising Effective- 
ness” / Dichter, Ernest / V1,N3 / Page 60 / An 
advertising program no matter how brilliantly 
conceived and executed will fail if it ignores the 
psychological impact on the consumer. Journal 
of Marketing reprint. 

“Reversing the Advertising Productivity Crisis” / 
Achenbaum, Alvin A. / V1,N3 / Page 22 / 
Advertising productivity has declined. Everyone 
shares in the blame; everyone should cooperate 
in the solution. 


Consumer Promotion 

“Advertising’s Crisis of Confidence” / Jones, John 
Philip / V2,N1 / Page 15 / Advertisers and agen- 
cies are doing their best to make advertising 
unproductive. 

“Marketing Snags and Fallacies” / Burnett, Leo / 
V1,N2 / Page 69 / While we have become more 
perceptive about marketing, there are still five 
major fallacies that handicap marketers. Journal 
of Marketing reprint. 

“Reversing the Advertising Productivity Crisis” / 
Achenbaum, Alvin A. / V1,N3 / Page 22 / 
Advertising productivity has declined. Everyone 
shares in the blame; everyone should cooperate 
in the solution. 


Personal Selling/Sales 

“Shark Repellent” / Mackay, Harvey / V2,N2 / 
Page 6 / Managers should humanize their busi- 
ness and personalize their selling strategies to 
achieve success. An interview with entrepreneur 
and author Harvey Mackay. 

Relationship Marketing 

“The Database Marketing Imperative” / Vavra, 
Terry G. / V2,N1 / Page 47 / A good customer 
information file can get managers back to the 
future. 

“Defining the New Marketing Concept” / Webster 
Jr., Frederick E. / V2,N4 / Page 22 / A new 
economic scenario calls for throwing out the 
old marketing concept in favor of one that 
meets such demands as global competition and 
quality mandates and places greater emphasis 
on the customer. 


Sales Promotion 

“Focus and Squeeze: Consumer Marketing in the 
90s” / Parsons, Andrew J. / V1,N1 / Page 50/ 
This time around, those packaged goods adver- 
tising and promotion cuts are real and lasting. 

“Reversing the Advertising Productivity Crisis” / 
Achenbaum, Alvin A. / V1,N3 / Page 22 / 
Advertising productivity has declined. Everyone 
shares in the blame; everyone should cooperate 
in the solution. 


Trade Promotion 

“Advertising’s Crisis of Confidence” / Jones, John 
Philip / V2,N1 / Page 15 / Advertisers and agen- 
cies are doing their best to make advertising 


unproductive. 


“Escaping the Catch-22 of Trade Promotion 
Spending” / Mohr, Jakki J.; Low, George / 
V2,N2 / Page 30 / It takes discipline and 
courage, but some packaged-goods marketers 
are breaking a bad habit. 


Marketing Management 


“Aspire or Expire?” / Parsons, Andrew J. / V1,N4/ 
Page 9 / Follow six key steps to build a continu- 
ously innovative organization. 

“Boomer Lust” / Goodman, Phil / V1,N1 / Page 6 / 
Understanding the Baby Boomer’s mindset is 
the key to this mislabeled market. An interview 
with “baby boomer” guru Phil Goodman. 

“Brands on the Balance Sheet” / Farquhar, Peter 
H.; Han, Julia Y.; Ijiri, Yuji / V1,N1 / Page 16/ 
Brand values belong in financial statements. 
Recognized measurement standards are all that 
business needs. 

“Domains of Ignorance: What Marketers Need to 
Know” / Day, George S.; Jocz, Katherine E.; 
Root, H. Paul / V1,N1 / Page 8 / The issues 
that most concern marketers in the *90s 
require multifunctional solutions beyond tradi- 
tional marketing. 

“Expert Marketing With Expert Systems” / Sisodia, 
Rajendra S. / V1,N2 / Page 32 / Leading-edge 
technologies put a company’s best marketing 
expertise at every staffer’s fingertips. 

“Global Marketing 2000: A Marketing Survival 
Guide” / Czinkota, Michael R.; Ronkainen, 
Ilkka A. / V1,N1 / Page 36 / As global market- 
ing becomes more crucial to business success, 
here’s what an international panel of experts 
predict we should expect. 

“The Major Tasks of Marketing Management” / 
Kotler, Philip / V2,N3 / Page 52 / Eight differ- 
ent types of demand situations dictate marketing 
strategy. Journal of Marketing reprint. 

“Marketing Automation Meets the Capital Bud- 
geting Wall” / Swartz, Gordon S.; Moriarty, 
Rowland T. / V1,N3 / Page 9 / Marketing 
automation investments need to be packaged 
properly to pass traditional corporate budget- 
ing rituals. 

“Marketing Snags and Fallacies” / Burnett, Leo / 
V1,N2 / Page 69 / While we have become more 
perceptive about marketing, there are still five 
major fallacies that handicap marketers. Journal 
of Marketing reprint. 

“Measuring Brand Momentum” / Farquhar, Peter 
H.; Han, Julia Y.; Ijiri, Yuji / V1,N2 / Page 24 / 
Momentum accounting emphasizes long-term 
brand value in management decision making. 


Customer Loyalty /Retention 

“Crossing the ‘Zone of Indifference’” / Finkelman, 
Daniel P. / V2,N3 / Page 22 / Managers who 
pay attention to the strategic breakpoints of cus- 
tomer satisfaction invest more wisely. 

“The Database Marketing Imperative” / Vavra, 
Terry G. / V2,Ni / Page 47 / A good customer 
information file can get managers back to the 
future. 

“Early Warnings in the Channel” / Hlavacek, 
James D.; Narus, James A. / V1,N4 / Page 50 / 
Forming a distributor 2 Ivisory council will keep 
you closer to your customers. 

“Defining the New Marketing Concept” / Webster 
Jr., Frederick E. / V2,N4 / Page 22 / A new eco- 
nomic scenario calls for throwing out the old 
marketing concept in favor of one that meets 
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such demands as global competition and quality 
mandates and places greater emphasis on the 
customer. 

“Loyalty and the Renaissance of Marketing” / 
Reichheld, Frederick F. / V2,N4 / Page 10 / In 
the long term, corporate success will depend on 
serving the triad of customers, employees, and 
shareholders. 

“Satisfaction Is Nice, But Share Pays” / Edelman, 
David C. / V2,N1 / Page 8 / Striving for a larger 
portion of your customers’ business focuses on 
tomorrow, not just today. 


Customer Satisfaction /Quality 

“Benchmarking: The Change Agent” / Brelin, Har- 
vey K. / V2,N3 / Page 32 / Search widely for 
innovations in your customer-critical processes. 

“Benchmarking: The Fundamental Questions” / 
Smith, George A.; Ritter, Doris; Tuggle III, 
William P. / V2,N3 / Page 43 / Study the best 
sales and marketing practices to improve pro- 
ductivity and satisfy customers. 

“Crossing the ‘Zone of Indifference” / Finkelman, 
Daniel P. / V2,N3 / Page 22 / Managers who 
pay attention to the strategic breakpoints of cus- 
tomer satisfaction invest more wisely. 

“Loyalty and the Renaissance of Marketing” / 
Reichheld, Frederick F. / V2,N4 / Page 10 / In 
the long term, corporate success will depend on 
serving the triad of customers, employees, and 
shareholders. 

“Predicting Brand Preference” / Morton, John / 
V2,N4 / Page 32 / Knowing your customers’ 
overall quality model is a good indicator of how 
they will feel about your brand. 

“The Proactive Professional” / Bloom, Paul N.; 
Dalpe, Margaret P. / V2,N1 / Page 27 / Profes- 
sional services need professional marketing, 
despite misunderstanding, mistrust, and hide- 
bound tradition. 

“Satisfaction Is Nice, But Share Pays” / Edelman, 
David C. / V2,N1 / Page 8 / Striving for a larger 
portion of your customers’ business focuses on 
tomorrow, not just today. 

“Stage Gate Systems for New Product Success” / 
Cooper, Robert G.; Kleinschmidt, Elko J. / 
V1,N4 / Page 20 / Nine key lessons for new 
product success lead us to a game plan for dri- 
ving new products to market quickly. The stage 
gate system has been implemented successfully 
in many companies. 

“Statistical Techniques and International Trade” / 
Deming, W. Edwards / V1,N4 / Page 66 / 
Improvements in production, quality, and uni- 
formity are only meaningful when tied to cus- 
tomer demands. Journal of Marketing reprint. 

“Stress and Strategic Opportunity” / Fram, Eugene 
H. / V2,N1 / Page 59 / ‘Targeting time’ is the 
developing battlefield for marketing innovation 


Selection & Training 

“Power, Policy, and the New Service Worker” / 
Varca, Philip E. / V1,N2 / Page 16 / New 
information systems empower customer-con- 
tact employees, making selection and reten- 
tion of capable service workers of critical 
importance. 

“Protecting Trade Secrets in Litigation” / Ortego, 
Joseph J.; Kardisch, Josh H. / V2,N2 / Page 52 
/ With advance planning, a company should be 
able to protect both its secrets and its exclusive 


rights to them; not taking proper preventive 
measures will imperil those rights. 


Event ‘Sports Marketing 

“Buying That Sporting Image” / Shanklin, William 
L.; Kuzma, John R. / V1,N2 / Page 58 / There 
are critical issues senior executives should 
examine when making decisions concerning 


corporate sports sponsorship. 


Industry & Market Segmentation /Structure 

“Growing Through Portfolio Retailing” / Berry, 
Leonard L.; Seiders, Kathleen / V2,N3 / Page 8 / 
In an increasingly value-oriented marketplace, 
one business may not be enough. 


Internal Marketing 

“Improving America’s Service” / Berry, Leonard 
L. / V1,N3 / Page 29 / Overcoming five key 
mistakes can reverse the nation’s grip on service 
mediocrity. 

“Power, Policy, and the New Service Worker” / 
Varca, Philip E. / V1,N2 / Page 16 / New 
information systems empower customer-con- 
tact employees, making selection and reten- 
tion of capable service workers of critical 
importance. 

“Services Marketing Starts From Within” / Berry, 
Leonard L.; Parasuraman, A. / V1,N1 / Page 24 
/ A service company can only be as good as its 
people. If they aren’t sold on customer service, 
customers won’t be either. 


Marketing Effectiveness /Productivity 

“Aspire or Expire?” / Parsons, Andrew J. / V1,N4 / 
Page 9 / Follow six key steps to build a continu- 
ously innovative organization. 

“Benchmarking: The Fundamental Questions” / 
Smith, George A.; Ritter, Doris; Tuggle III, 
William P. / V2,N3 / Page 43 / Study the best 
sales and marketing practices to improve pro- 
ductivity and satisfy customers. 

“The Database Marketing Imperative” / Vavra, 
Terry G. / V2,N1 / Page 47 / A good cus- 
tomer information file can get managers back 
to the future. 

“The Dilemma of Creative Advertising” / Politz, 
Alfred / V2,N2 / Page 55 / So much of con- 
temporary advertising violates the rules of 
effective communication. Journal of Market- 
ing reprint. 

“Escaping the Catch-22 of Trade Promotion 
Spending” / Mohr, Jakki J.; Low, George / 
V2,N2 / Page 30 / It takes discipline and 
courage, but some packaged-goods marketers 
are breaking a bad habit. 

“A Formula for Measuring Productivity in Distrib- 
ution” / Alderson, Wroe / V2,N1 / Page 66 / 
Long before TQM came into vogue, managers 
grappled with the issue of marketing productivi- 
ty. Journal of Marketing reprint. 

“Improving America’s Service” / Berry, Leonard L. 
/ V1,N3 / Page 29 / Overcoming five key mis- 
takes can reverse the nation’s grip on service 
mediocrity. 

“Reversing the Advertising Productivity Crisis” / 
Achenbaum, Alvin A. / V1,N3 / Page 22 / 
Advertising productivity has declined. Everyone 
shares in the blame; everyone should cooperate 
in the solution. 

“Strategize, Don’t Downsize” / Dunham, Andrea / 


V2,N3 / Page 6 / Most companies aren’t think- 
ing about the fundamentals when trying to 
improve their bottom line. 


Marketing Organization 

“Stage Gate Systems for New Product Success” / 
Cooper, Robert G.; Kleinschmidt, Elko J. / 
V1,N4 / Page 20 / Nine key lessons for new 
product success lead us to a game plan for dri- 
ving new products to market quickly. The stage 
gate system has been implemented successfully 
in many companies. 

“When Marketing Should Follow Instead of Lead” 
/ Workman Jr., John P. / V2,N2 / Page 8/ A 
close look at the chaos inside a major technolo- 
gy company finds engineering reigns supreme 
over marketing—for good reason. 


Strategic Marketing Models /Modeling 

“How They’re Acting Their Age” / Moschis, 
George P.; Mathur, Anil / V2,N2 / Page 40 / 
New research reveals hidden truths about mar- 
keting to the elderly. 


Strategic Marketing Planning 

“Aspire or Expire?” / Parsons, Andrew J. / V1,N4 / 
Page 9 / Follow six key steps to build a continu- 
ously innovative organization. 

“Benchmarking: The Change Agent” / Brelin, Har- 
vey K. / V2,N3 / Page 32 / Search widely for 
innovations in your customer-critical processes. 

“Benchmarking: The Fundamental Questions” / 
Smith, George A.; Ritter, Doris; Tuggle III, 
William P. / V2,N3 / Page 43 / Study the best 
sales and marketing practices to improve pro- 
ductivity and satisfy customers. 

“Borderless North America: One Company’s 
Response” / Baum, Herbert M. / V1,N1 / Page 
46 / Moving from nationalism to regionalism, 
Campbell Soup redefines its domestic marketing 
strategies. 

“Buying That Sporting Image” / Shanklin, William 
L.; Kuzma, John R. / V1,N2 / Page 58 / There 
are critical issues senior executives should 
examine when making decisions concerning 
corporate sports sponsorship. 

“China Beckons Once Again” / Kaikati, Jack G. / 
V1,N4 / Page 31 / Despite the headlines, foreign 
investment opportunities flourish for those who 
look closely at the China market. 

“Crossing the ‘Zone of Indifference’” / Finkelman, 
Daniel P. / V2,N3 / Page 22 / Managers who 
pay attention to the strategic breakpoints of cus- 
tomer satisfaction invest more wisely. 

“Defining the New Marketing Concept” / Webster 
Jr., Frederick E. / V2,N4 / Page 22 / A new eco- 
nomic scenario calls for throwing out the old 
marketing concept in favor of one that meets 
such demands as global competition and quality 
mandates and places greater emphasis on the 
customer. 

“Focus and Squeeze: Consumer Marketing in the 
90s” / Parsons, Andrew J. / V1,N1 / Page 50 
/ This time around, those packaged goods 
advertising and promotion cuts are real and 
lasting. 

“Loyalty and the Renaissance of Marketing” / 
Reichheld, Frederick F. / V2,N4 / Page 10/ In 
the long term, corporate success will depend 
on serving the triad of customers, employees, 
and shareholders. 
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“The Major Tasks of Marketing Management” / 
Kotler, Philip / V2,N3 / Page 52 / Eight differ- 
ent types of demand situations dictate marketing 
strategy. Journal of Marketing reprint. 

“Managing Price Competition” / Nagle, Thomas T. 
/ V2,N1 / Page 36 / Game theory should guide 
pricing strategy, but be sure to pick the right 
playing field. 

“Marketing and Economic Development” / 
Drucker, Peter F. / V1,N1 / Page 68 / While 
marketing is the most effective engine of eco- 
nomic development, it is generally the least 
developed and most backward part of a devel- 
oping country’s economic system. Journal of 
Marketing reprint. 

“Strategize, Don’t Downsize” / Dunham, Andrea / 
V2,N3 / Page 6 / Most companies aren’t think- 
ing about the fundamentals when trying to 
improve their bottom line. 

“Stress and Strategic Opportunity” / Fram, Eugene 
H. / V2,N1 / Page 59 / ‘Targeting time’ is the 
developing battlefield for marketing innovation. 


Marketing Research 


“The Dilemma of Creative Advertising” / Politz, 
Alfred / V2,N2 / Page 55 / So much of con- 
temporary advertising violates the rules of 
effective communication. Journal of Market- 
ing reprint. 

“The Proactive Professional” / Bloom, Paul N.; 
Dalpe, Margaret P. / V2,N1 / Page 27 / Profes- 
sional services need professional marketing, 
despite misunderstanding, mistrust, and hide- 
bound tradition. 

“A Psychological View of Advertising Effective- 
ness” / Dichter, Ernest / V1,N3 / Page 60 / An 
advertising program no matter how brilliantly 
conceived and executed will fail if it ignores the 
psychological impact on the consumer. Journal 
of Marketing reprint. 


Database Marketing 

“The Database Marketing Imperative” / Vavra, Terry 
G./ V2,N1 / Page 47 / A good customer informa- 
tion file can get managers back to the future. 


Decision Support Systems 

“Expert Marketing With Expert Systems” / Sisodia, 
Rajendra S. / V1,N2 / Page 32 / Leading-edge 
technologies put a company’s best marketing 
expertise at every staffer’s fingertips. 


“How They’re Acting Their Age” / Moschis, 
George P.; Mathur, Anil / V2,N2 / Page 40 / 
New research reveals hidden truths about mar- 
keting to the elderly. 

“Making Complaints a Management Tool” / 
Rust, Roland T.; Subramanian, Bala; Wells, 
Mark / V1,N3 / Page 41 / Tracking customer 
problems, satisfaction, and retention reveals 
the hidden profit in service customer com- 
plaint resolution. 

“Predicting Brand Preference” / Morton, John / 
V2,N4 / Page 32 / Knowing your customers’ 
overall quality model is a good indicator of how 
they will feel about your brand. 


Qualitative Research Methods 

“Interpreting Consumer Mythology” / Levy, Sid- 
ney J. / V2,N4 / Page 4 / Marketers may use a 
structural approach to study consumer behavior 


that focuses on story telling and myths. Journal 
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Marketing reprint. 
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“Managing Price Competition” / Nagle, Thomas T. 
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“Design Disability” / Donald Norman / V1,N2 / 
Page 6 / Are marketers really in touch with 
consumers? Something must be amiss when 
the simplest products are almost impossible to 
use. An interview with psychologist Donald 
Norman. 


“Domains of Ignorance: What Marketers Need to - 


Know” / Day, George S.; Jocz, Katherine E.; 


Root, H. Paul / V1,N1 / Page 8 / The issues 
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“Stage Gate Systems for New Product Success” / 
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“Stress and Strategic Opportunity” / Fram, Eugene 
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Campbell Soup redefines its domestic marketing 
strategies. 
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H.; Han, Julia Y.; Ijiri, Yuji / V1,N1 / Page 16/ 
Brand values belong in financial statements. 
Recognized measurement standards are all that 
business needs. 
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the simplest products are almost impossible to 
use. An interview with psychologist Donald 
Norman. 

“Stage Gate Systems for New Product Success” / 
Cooper, Robert G.; Kleinschmidt, Elko J. / 
V1,N4 / Page 20 / Nine key lessons for new 
product success lead us to a game plan for dri- 
ving new products to market quickly. The stage 
gate system has been implemented successfully 
in many companies. 
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/ Workman Jr., John P. / V2,N2 / Page 8/ A 
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and author Harvey Mackay. 
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Leonard L.; Seiders, Kathleen / V2,N3 / Page 8 / 
In an increasingly value-oriented marketplace, 
one business may not be enough. 

“Shark Repellent” / Mackay, Harvey / V2,N2 / 
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ness and personalize their selling strategies to 
achieve success. An interview with entrepreneur 
and author Harvey Mackay. 
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“Domains of Ignorance: What Marketers Need to 
Know” / Day, George S.; Jocz, Katherine E.; 
Root, H. Paul / V1,N1 / Page 8 / The issues 
that most concern marketers in the "90s require 
multifunctional solutions beyond traditional 
marketing. 

“Improving America’s Service” / Berry, Leonard 
L. / V1,N3 / Page 29 / Overcoming five key 
mistakes can reverse the nation’s grip on ser- 
vice mediocrity. 


“Making Complaints a Management Tool” / Rust, 
Roland T.; Subramanian, Bala; Wells, Mark / 
V1,N3 / Page 41 / Tracking customer prob- 
lems, satisfaction, and retention reveals the 
hidden profit in service customer complaint 
resolution. 

“Power, Policy, and the New Service Worker” / 
Varca, Philip E. / V1,N2 / Page 16 / New 
information systems empower customer-con- 
tact employees, making selection and reten- 
tion of capable service workers of critical 
importance. 

“Satisfaction Is Nice, But Share Pays” / Edelman, 
David C. / V2,N1 / Page 8 / Striving for a larger 
portion of your customers’ business focuses on 
tomorrow, not just today. 

“Services Marketing Starts From Within” / Berry, 
Leonard L.; Parasuraman, A. / V1,N1 / Page 24 
/ A service company can only be as good as its 
people. If they aren’t sold on customer service, 
customers won’t be either. 


Professional Services Marketing 

“The Proactive Professional” / Bloom, Paul N.; 
Dalpe, Margaret P. / V2,N1 / Page 27 / Profes- 
sional services need professional marketing, 
despite misunderstanding, mistrust, and hide- 
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Service Quality 

“Benchmarking: The Change Agent” / Brelin, 
Harvey K. / V2,N3 / Page 32 / Search widely 
for innovations in your customer-critical 
processes. 

“Improving America’s Service” / Berry, Leonard 
L. / V1,N3 / Page 29 / Overcoming five key 
mistakes can reverse the nation’s grip on ser- 
vice mediocrity. 

“Services Marketing Starts From Within” / Berry, 
Leonard L.; Parasuraman, A. / V1,N1 / Page 24 
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“Expert Marketing With Expert Systems” / Sisodia, 
Rajendra S. / V1,N2 / Page 32 / Leading-edge 
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“Marketing Automation Meets the Capital Bud- 
geting Wall” / Swartz, Gordon S.; Moriarty, 
Rowland T. / V1,N3 / Page 9 / Marketing 
automation investments need to be packaged 
properly to pass traditional corporate budget- 
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/ Workman Jr., John P. / V2,N2 / Page 8/ A 
close look at the chaos inside a major technolo- 
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“Strategic Renewal in Distribution” / Lusch, 
Robert F.; Zizzo, Deborah; Kenderdine, 
James M. / V2,N2 / Page 20 / Eliminate the 
middleman? Not if wholesalers have anything 
to say about it. 
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